ABSTRACT Sales decline is caused by low customer loyalty that makes customers to quickly switch to other products. This research aimed to analyze the performance of marketing mix, the level of customer satisfaction and loyalty, and the factors of marketing mix that affected customer satisfaction and loyalty, as well as to formulate strategies that could be performed to improve customer satisfaction and loyalty. This research applied Structural Equation Modeling method. Based on the analysis results of the factors affecting purchase decision to PT PUSRI fertilizer, it could be concluded that the level of customer satisfaction of PT PUSRI fertilizer was in the 'satisfied' category with the value of 67.8 percent, while the level of customer loyalty of PT PUSRI fertilizer was in the 'loyal' category with the value of 64.51 percent. Factors of the marketing mix that significantly affected customer satisfaction to PT PUSRI fertilizer were product and price, while place and promotion factors significantly did not affect it. Customer satisfaction significantly affected the building of customer loyalty. The strategy that could be applied for product variable was differentiation of aesthetic quality and for price variable was low-cost leader pricing.
For 10 years, the importation of 400,000 tons/year. The importation of fertilizer experienced a very high increase in 2010 to the present. The high importatio but it turned out that there were national fertilizer companies that could withstand the onslaught of Chinese fertilizer PT Pupuk Kaltim that experienced no sales decline ( Figure 1 ). In tight competitive conditions, finding new customers requires greater cost and time than maintaining the existing customers. The company spends five times new customers rather than maintaining 2009). One of the switching barriers that can be building or growing customer loyalty.
Loyalty is a voluntary commitment product, even when they have the opportunity to increasing customer loyalty will increase customer retention (Schiffman & mentioned that the better the customer ret of customers and profits. Loyal customers have advantages and growth of the company (Raphel et al., 2007) .
Customer loyalty can be Customer satisfaction and customer loyalty performance of marketing mix. The performance of marketing mix is a reflection of the performance of the company. The marketing mix that is able to satisf potential to lead to long-term and short and Keller 2009). Therefore, marketing mix through strategy steps and evaluate the order to maintain the customers from Research Problem. PT PUSRI sets the sales target as the indicator of business success. This sales target is based on the company's productivity and previous years, so the sales target that had been set will always increase every year. However, the high level of competition has made it difficult for PT PUSRI in achieving the predetermined sales target. Moreover, PT PUSRI experienced sale As a company engaged in the field of agribusiness, the management of PT PUSRI is required to understand the importance of customers for the sustainability of the company. In running the business, the management should be customer oriente competitive level of business competition and should increase the sales in order to achieve the predetermined target. One effort that can be performed by the management of PT PUSRI is to grow the sense of loyalty in their customer greatest asset because they will re to others without additional promotional costs. Growing customer loyalty does not only retain the existing customers but also ope affect the increase in sales which will increase the profitability of the company. the importation of Chinese fertilizer was still relatively small at around 300,000 400,000 tons/year. The importation of fertilizer experienced a very high increase in 2010 to the present. The high importation of Chinese fertilizer affected the sales decline at PT PUSRI but it turned out that there were national fertilizer companies that could withstand the onslaught of Chinese fertilizer import. It could be seen from the sales of PT Petro Kimia and altim that experienced no sales decline ( Figure 1 ).
Chinese Fertilizer Import Chart, Fertilizer Sales of PT Pupuk Kaltim, a of PT Pupuk Sriwidjaja in [2011] [2012] [2013] [2014] [2015] [2016] In tight competitive conditions, finding new customers requires greater cost and time existing customers. The company spends five times new customers rather than maintaining the existing ones (Kotler and Keller 2009; 2009). One of the switching barriers that can be performed to maintain the or growing customer loyalty. ntary commitment that may occurs when a customer is loyal to a product, even when they have the opportunity to switch to other products customer loyalty will increase customer retention (Schiffman & he better the customer retention by the management, the greater the number and profits. Loyal customers have advantages and give benefit (Raphel et al., 2007) . Customer loyalty can be built from the satisfaction they feel (Zeithaml Customer satisfaction and customer loyalty, within its process, are marketing mix. The performance of marketing mix is a reflection of the company. The marketing mix that is able to satisfy the term and short-term sales growth, as well as repurchasing and Keller 2009). Therefore, a company must be able to manage the elements of the marketing mix through strategy steps and evaluate the performance of customers from switching to other competitor companies. PT PUSRI sets the sales target as the indicator of business success. This sales target is based on the company's productivity and , so the sales target that had been set will always increase every year. However, the high level of competition has made it difficult for PT PUSRI in achieving the predetermined sales target. Moreover, PT PUSRI experienced sales decline in 2015.
As a company engaged in the field of agribusiness, the management of PT PUSRI is required to understand the importance of customers for the sustainability of the company. In running the business, the management should be customer oriented in order to survive the competitive level of business competition and should increase the sales in order to achieve the predetermined target. One effort that can be performed by the management of PT PUSRI is to grow the sense of loyalty in their customers. Loyal customers are the company's greatest asset because they will re-visit, buy more, and recommend the company's products to others without additional promotional costs. Growing customer loyalty does not only retain the existing customers but also open the opportunities to attract the new customers. It may affect the increase in sales which will increase the profitability of the company.
Chinese fertilizer was still relatively small at around 300,000-400,000 tons/year. The importation of fertilizer experienced a very high increase in 2010 to affected the sales decline at PT PUSRI but it turned out that there were national fertilizer companies that could withstand the . It could be seen from the sales of PT Petro Kimia and when a customer is loyal to a switch to other products at any time. The customer loyalty will increase customer retention (Schiffman & Kanuk 1997). It is ention by the management, the greater the number benefits to the profit from the satisfaction they feel (Zeithaml and Bitner 2000) . are affected by the marketing mix. The performance of marketing mix is a reflection of the the customers has the repurchasing (Kotler the elements of the ormance of marketing mix in companies. PT PUSRI sets the sales target as the indicator of business success. This sales target is based on the company's productivity and sales from the , so the sales target that had been set will always increase every year. However, the high level of competition has made it difficult for PT PUSRI in achieving the s decline in 2015. As a company engaged in the field of agribusiness, the management of PT PUSRI is required to understand the importance of customers for the sustainability of the company. In d in order to survive the competitive level of business competition and should increase the sales in order to achieve the predetermined target. One effort that can be performed by the management of PT PUSRI s. Loyal customers are the company's visit, buy more, and recommend the company's products to others without additional promotional costs. Growing customer loyalty does not only retain n the opportunities to attract the new customers. It may affect the increase in sales which will increase the profitability of the company.
The company needs to focus on what factors affecting customer loyalty and how to improve or enhance the factors affecting this matter. In its creation, loyalty is affected by customer satisfaction that is also affected by marketing mix. The dimensions in the marketing mix affect customer loyalty through customer satisfaction indirectly.
If the customer perception on the actual performance of the company is higher than what they expect, customers who have a positive experience will keep that experience in their memories. If the customers at any time require the product, then they will remember the products that had provided positive experience for themselves, and repurchase the product that had given them the sense of satisfaction.
This sales decline is a serious problem for the company. This fierce business competition requires PT PUSRI to improve its marketing strategy as soon as possible. The company should know what factors affecting customer's decision in buying the fertilizer.
Based on the problems that have been described above, the following problems can be formulated:
 How is the performance of marketing mix of PT Pupuk Sriwidjaja?  How is the level of customer satisfaction and loyalty to the fertilizer of PT Pupuk Sriwidjaja?  What are the factors of marketing mix that affect customer satisfaction and loyalty?  What are the strategies that can be conducted to improve customer satisfaction and loyalty to the fertilizer of PT Pupuk Sriwidjaja? Research Objectives. Based on the research problems that have been mentioned above, the objectives of the research are the following:
 Analyzing the performance of marketing mix of PT Pupuk Sriwidjaja;  Analyzing the level of customer satisfaction and loyalty to the fertilizer of PT Pupuk Sriwidjaja;  Analyzing the factors of marketing mix that affect customer satisfaction and loyalty;  Formulating the strategies that can be conducted to improve customer satisfaction and loyalty to the fertilizer of PT Pupuk Sriwidjaja. Significance of the Research. This research is expected to be an input for PT PUSRI as a consideration in determining the policy of an effective company marketing strategy. The significance of this research for researchers is as a means of improving self-competence, both in terms of knowledge and skills in analyzing production efficiency.
Scope of the Research. This research described the factors determining customer satisfaction and loyalty to the purchase of PT PUSRI fertilizer. The analyzed factors consist of product, price, place, promotion, customer satisfaction, and customer loyalty. The research object was PT PUSRI fertilizer which was well known by the customer. The criterion of respondents in this research was farmers who use non-subsidized fertilizer from PT PUSRI in the distribution area that experienced the most severe sales decline; the area of South Sumatera. South Sumatera was chosen because it was the main marketing area of PT PUSRI.
METHODS OF RESEARCH
Setting, Time and Research Approach. Based on the obtained information, it was known that the worst sales decline in South Sumatra was in Tanjung Lago District and Mekar Sari District of Banyuasin of South Sumatra. This research was conducted for six months starting from December 2017 until April 2018. The approach used in this research was quantitative approach by using survey method involving respondents from the level of farmers.
Types and Sources of the Data. The type of data used in this research was primary data that were coming from inside and outside of the company. The primary data were obtained through observation, focus group discussion, and interview that were conducted directly to internal and external sources. The secondary data were obtained from literature study.
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Marketing Strategy of PT PUSRI Respondent Determination Method. The sample collecting technique of the research was based on non-probability sampling method involving convenience sampling technique. According to Sumarwan et al. (2015) , non-probability sampling, in the sample determination, does not require an opportunity so that the generated data are only applied to the persons who become the research respondents. Convenience sampling was chosen based on consideration of ease in obtaining the data required by the researcher. According to Sumarwan et al. (2015) , one of the reasons for the popularity of this technique is that the researcher can do the research in easy-to-find crowded places.
All respondents filled out the questionnaires voluntarily without any coercion. The criteria of the respondents are:
 Ever used PT PUSRI fertilizer in the last 6 months;  Purchase PT PUSRI fertilizer through authorized distributor. Conceptual Framework. Based on the empirical studies that had been performed, the dimensions of marketing mix (4P) were assumed to affect customer satisfaction. In addition, customer satisfaction was assumed to affect loyalty. Conceptually, the framework of this research can be seen in Figure 1 below.
Figure1 -Conceptual Framework
Research Hypotheses. Based on the conceptual framework above, the hypotheses to be tested in this research are:
 H1: Product has positive and significant effect on satisfaction;  H2: Price has positive and significant effect on satisfaction;  H3: Place has positive and significant effect on satisfaction;  H4: Promotion has positive and significant effect on satisfaction;  H5: Satisfaction has positive and significant effect on loyalty. Data Analysis and Processing Technique. The data processing of the research was performed with some analyses. The data analyzes were Customer Satisfaction Index (CSI), Customer Loyalty Index (CLI), Structural Equation Model (SEM), and Importance Performance Analysis (IPA). The performance level of the indicator variables in each factor was determined through frequency analysis in the form of a percentage of the results of the customer assessment of the statement or the indicator variable on each of these factors. The assessment was carried out by using Likert scale 1-5 (1 = strongly disagree to 5 = strongly agree). The number of respondents (n) in this research was 110 people. Descriptive statistics on the research variables were used to provide an overview of the responses from the respondents to the research variables. The analysis of descriptive statistics was conducted on 110 respondents to be further processed. Descriptive statistics from the respondents' answers would be explained per indicator of each variable. Table 1 showed the number of respondents (n), mean value, minimum value, and maximum value. The mean score indicated the average values of the respondents' answers. The median value is the mid value of the data whose magnitude had been ordered in sequence. The maximum and minimum values described the answers to the question items selected by the respondents in the questionnaire. (1995) , fit evaluation was performed through several stages, namely 1) overall model fit, 2) measurement model fit, and 3) structural fit model. The evaluation stage was aimed to see how the fit level of the original data (in the field) matched the designed model.
Based on the evaluation of the overall model fit, this model was considered to have met the requirements and was classified as good fit so that the research model was considered to be feasible. Based on the measurement model fit test, the attributes contained in the model were valid because they had standardized loading factor (SLF) value ≥ 0.5. The indicators of X 31 , X 41 , and Y 22 were removed from the model. The reason was that the t-count values in all three indicators in the initial model were less than 1.96. The final SEM measurement model can be seen in Figure 2 below.
The Contribution of Dimensions to Variables. The product variable had four indicators. These indicators are features, reliability, performance, and durability. These four indicators had higher t-count values than t-tables (1.96), so it could be considered that these four indicators had a significant contribution to the product variable. The four indicators were sufficiently feasible to reflect the product variables in this research because it had loading factor value of 0.62, 0.75, 0.81, and 0.78 ( Table 2 ).
The price variable had three indicators. All three indicators were match-to-quality price, competitive price, and affordable price. All three indicators had t-count values greater than ttable that were respectively 3.91, 17.94, and 3.78. These findings indicated that these three indicators contributed significantly to the price variable. In addition, these three indicators had positive and different loading factor value of 0.7 highest loading factor value was the competitive price.
The customer satisfaction variable had two indicators. The two indicators were overall satisfaction and harvest yields. The two indicators almost had the s of 0.81 and 0.78. This indicated that both indicators had almost equal contribution in reflecting satisfaction variable. Similar findings were also obtained from a research conducted by Iskandar AYS (2017) using the overall satisfa *) showed that
The loyalty variable had repurchases, and retention. Among the three indicators, the retention indicator <1.96 at 1.56 (Table 2 ) so that this variable there were only two indicators that purchase and referrals. Research Hypotheses Testing satisfaction could be seen from the construct coefficient value and the t on the findings of the research, from the four marketing mix variables, there were only two marketing mix variables that had t RJOAS, 8(80), August 2018 288 indicators contributed significantly to the price variable. In addition, these three indicators had positive and different loading factor value of 0.7, 0.96, and 0.68. The indicator that had the highest loading factor value was the competitive price.
The customer satisfaction variable had two indicators. The two indicators were overall satisfaction and harvest yields. The two indicators almost had the same loading factor value of 0.81 and 0.78. This indicated that both indicators had almost equal contribution in reflecting satisfaction variable. Similar findings were also obtained from a research conducted by Iskandar AYS (2017) using the overall satisfaction indicator.
showed that t-value > 1.96 so it was categorized as significant Research Hypotheses Testing. The effect of dimension in marketing mix on customer satisfaction could be seen from the construct coefficient value and the t-count value. Based on the findings of the research, from the four marketing mix variables, there were only two ables that had t-count values greater than t- The effect of dimension in marketing mix on customer count value. Based on the findings of the research, from the four marketing mix variables, there were only two table (1.96). Both variables were product and price which had t-count values respectively 12.80 and 4.28 (Table 3) . These values indicated that both variables significantly affected customer satisfaction. However, not all marketing mix variables had significant effect on customer satisfaction. Place and promotion variables had smaller t-count values than t-table (Table 3) . It meant that these two variables significantly had no effect on satisfaction. The satisfaction variable itself had a t-count value greater than t-table. It meant that satisfaction significantly affected loyalty. Marketing mix had a weak direct effect in affecting loyalty, so customer satisfaction was required as the intervening variable to see the effect of marketing mix on loyalty indirectly ( Customer Satisfaction Index. The overall CSI value was obtained by the total sum of the CSI values per indicator. The total CSI value of PT PUSRI fertilizer customers was 67.80 percent. This value was in the range of values 0.60 -0.80 or 60% < x ≤ 80%, which belonged to the "satisfied" category. The calculation of CSI values could be seen in Table 4 below. Customer Loyalty Index. The result of the calculation yielded the overall CLI value. The CLI value of PT PUSRI fertilizer customers was 64.50 percent (Table 5 ). This value was in the range of 0.60 -0.80 or 60% <x ≤ 80%. It meant that the customer loyalty index of PT PUSRI fertilizer was in the criteria of "loyal". Based on the results of the IPA diagram evaluation, the order of priority level of improvement that PT PUSRI should perform was Match-to-Quality Price, (4) Affordable Price, (5) Features, (6) Reliability, and (7) Durability. Strategies to Increase the Sales then be compiled into managerial implications that performance of PT PUSRI marketing mix performance of the variables at PT PUSRI from SEM analysis, there were product and price. The priority strategy from the i ordered by using IPA analysis.
Based on the results of IPA anal priority but it decreased the performance of the company. The indicator was the competitive price of the price variable. The strategy that could be applied to the price element was low cost leader pricing. A leader in low (Sumarwan et al., 2009 ). This strategy could be performed by reducing production costs. PUSRI was planning to create a new factory that could replace three old factories. Replacing the three factories into one factory resulted in a reduction in human resources. After the construction of the new plant is completed, PUSRI employees would be retired in large numbers. The reduction of human resources and the reduction of production proce lead to a decrease in the selling price of fertilizer.
In the product element, differentiation strateg this strategy, producers are expected to create products by providing fit, finishing, and appearance of a product that are durability of fertilizer depended chemical compounds) in which the better the coating the better the durability of the fe The coating of PT PUSRI fertilizer used expensive price of raw material. The alternative was clay. Clay did not have long endurance like bentolit material. Based on the research findings, it was found that the durability of PUSRI fertilizer was too excessive so it could destroyed so it would be easy for brand still used bentolit a lot. C
CONCLUSION AND SUGGESTIONS
The performance of marketing mix of all indicators could still be improved. B the average value of the variables that must be improved from first to the end in sequence were: product, place, price and promotion. Factors of the marketing mix that significantly affected customer satisfaction of PT PUSRI fertilizer were product promotion factors had no significant effect on customer satisfaction. Meanwhile, satisfaction had significant effect in building customer loyalty. The level of customer satisfaction of PT PUSRI fertilizer was in the 'satisfied' category with a value of 67.8 percent. Quality Price, (4) Affordable Price, (5) Features, (6) Reliability, and (7) Durability. Strategies to Increase the Sales. The research obtained some findings which then be compiled into managerial implications that were beneficial for marketing mix was still below the average. It meant at PT PUSRI could still be improved. After obtaining were only 2 variables that had significant product and price. The priority strategy from the indicators of these two variables using IPA analysis. Based on the results of IPA analysis, there was an indicator that became the first priority but it decreased the performance of the company. The indicator was the competitive price of the price variable. The strategy that could be applied to the price element was low A leader in low-level pricing was not necessarily at the forefront volume (Sumarwan et al., 2009 ). This strategy could be performed by reducing production costs. PUSRI was planning to create a new factory that could replace three old factories. Replacing the three factories into one factory resulted in a reduction in human resources. After the construction of the new plant is completed, PUSRI employees would be retired in large numbers. The reduction of human resources and the reduction of production proce lead to a decrease in the selling price of fertilizer.
In the product element, differentiation strategy of quality aesthetics could this strategy, producers are expected to create products by providing fit, finishing, and that are different from others (Sumarwan et al., 2009 ). The ed on the coating (coating the fertilizer granules with certain which the better the coating the better the durability of the fe fertilizer used bentolite which had good durability but raw material. The alternative material that can be used other than bentolit not have long endurance like bentolit but it had cheaper material. Based on the research findings, it was found that the durability of PUSRI fertilizer could be reduced by replacing it with clay. Clay material easy for the farmers to use it while cultivating the crops. Another Clay use in PUSRI would provide an interesting difference.
The performance of marketing mix of all indicators could still be improved. B the average value of the variables that must be improved from first to the end in sequence were: product, place, price and promotion. Factors of the marketing mix that significantly affected customer satisfaction of PT PUSRI fertilizer were product and price. Place and promotion factors had no significant effect on customer satisfaction. Meanwhile, satisfaction had significant effect in building customer loyalty. The level of customer satisfaction of PT PUSRI fertilizer was in the 'satisfied' category with a value of 67.8 percent.
Fertilizer
Based on the results of the IPA diagram evaluation, the order of priority level of (1) Competitive Price, (2) Performance, (3) Quality Price, (4) Affordable Price, (5) Features, (6) Reliability, and (7) Durability. some findings which would for PT PUSRI. The It meant that all the obtaining the results significant effect, those were ndicators of these two variables would be ysis, there was an indicator that became the first priority but it decreased the performance of the company. The indicator was the competitive price of the price variable. The strategy that could be applied to the price element was lowlevel pricing was not necessarily at the forefront volume (Sumarwan et al., 2009 ). This strategy could be performed by reducing production costs. PUSRI was planning to create a new factory that could replace three old factories. Replacing the three factories into one factory resulted in a reduction in human resources. After the construction of the new plant is completed, PUSRI employees would be retired in large numbers. The reduction of human resources and the reduction of production process would could be applied. In this strategy, producers are expected to create products by providing fit, finishing, and different from others (Sumarwan et al., 2009 ). The on the coating (coating the fertilizer granules with certain which the better the coating the better the durability of the fertilizer.
good durability but had a slightly that can be used other than bentolit cheaper price of raw material. Based on the research findings, it was found that the durability of PUSRI fertilizer be reduced by replacing it with clay. Clay material was easily farmers to use it while cultivating the crops. Another provide an interesting difference.
The performance of marketing mix of all indicators could still be improved. Based on the average value of the variables that must be improved from first to the end in sequence were: product, place, price and promotion. Factors of the marketing mix that significantly and price. Place and promotion factors had no significant effect on customer satisfaction. Meanwhile, customer satisfaction had significant effect in building customer loyalty. The level of customer satisfaction of PT PUSRI fertilizer was in the 'satisfied' category with a value of 67.8 percent.
While the level of customer loyalty of PT PUSRI fertilizer was at the level of 'loyal' with a value of 64.51 percent.
Based on the evaluation results of the IPA diagram, the order of the main priority level of the improvement that should be carried out by PT PUSRI were (1) Competitive Price, (2) Performance, (3) Match-to-Quality Price, (4) Affordable Price, (5) Features, (6) Reliability, and (7) Durability. The key priority indicator was the competitive price. Improving the performance was by reducing the performance of features, reliability, and durability indicators. The indicator that should be maintained performance was performance. The managerial implication that could be performed was on the product element by implementing differentiation strategy of quality aesthetics. At the price element, low-cost leader pricing strategy could be conducted. The manufacture of the new factory could replace the three old factories.
Based on the above conclusions, there are several suggestions that can be given from this research, among others:
 The management of PT PUSRI is suggested to improve the performance of the variables that significantly affect customer satisfaction;  Further research can analyze more deeply about the product and price indicators.
Within these variables, there may still be other indicators that can be added;  It is recommended to find new variables to further refine the next research.
